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A revolution is raging in the American market place and it is
dangerous and suicidal for American businessmen not to be aware of
this fact.^
This revolution differs from the ordinary revolution: it rages
in supermarkets, department stores, appliance outlets and specialty
shops. It is expressed in unpredictable purchase patterns, in sudden
disappearance of old and reliable customers—shifting populations, in
shifting moods and desires.
The $20 billion purchasing power of the 22 million Negroes
tops all of the purchasing power of Canada.^ Yet, admen and
U. S. industry, in general, have largely ignored the most clear-cut
and distinct "market" of all, the Negro market. Quivering with the
social significance of it all, admen have gerrjnnandered U. S. consumers
into dozens of markets and sub-markets, each with its own preferences,
O
status symbols, and standards of conformity. The consumer is often
^John H. Johnson, The Negro's Role In The Marketing Revolution
(Chicago: Johnson Publishing Company, Inc., 1961), p. 2.
^"Negro Buying Power," Negro History Bulletin. March, 1962,
p. 126.
^Larry Martz, "The Negro Market — Business Courts Its
19 Million Customers," Newsweek, July 31, 1961, p. 67.
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viewed as an individual who is subjected to the shaping drives and
motivation of his group.
For all its size, power, and potential, the Negro market has
been left in an almost total vaccum: no more than two per cent^ of
the nation's advertising budget is spent on ads aimed directly at
Negroes, though most manufacturers concede Negro accounts for about
ten per cent of sales.
One hundred years after the signing of the Emancipation Procla¬
mation, the Negro has moved his battle for dignity into the street.
He is demonstrating, marching, picketing, protesting, revolting, and
buying selectively. No matter what the price, the Negro is in revolt
against the system that has not recognized him as a man.
American business, in recent years, has developed a greater
awareness of the uniqueness and importance of the Negro market. The
economic, educational, and social gains of the 1940 period, plus those
anticipated for the current decade, have made the Negro a potent
market force. Many factors tend to accelerate the business community's
awareness of the Negro market; among these are: the passing of new
Federal laws on hiring and other practices, the increased militancy
which has transferred the drive for greater economic benefits, the
success chalked up by local boycott movements, and the social changes
taking place which have long-range significance. Marketers should also
become aware of the fact that the traditional concept of selling only
low priced, and low quality products to Negro customers must be
^Ibid.
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dropped in order to sell the Negro market effectively. Marketers must
also remember that the main objective of their firms should be to
satisfy their customers at a profit. So, they should take whatever
steps are necessary to satisfy the Negro in order to sell to this
market successfully. The Negro's $20 billion is being spent; it is
not being withheld from business, however, individual companies
obviously could grab a much larger share ot it for their brands if
they understood the Negro market.
Statement of the Problem
American businessmen have all too often shied away from the
huge growing Negro market. But, as the United States Negro makes
slowing leadway in his long fight for social equality and acceptance,
his rising income and numbers can no longer be ignored.
What is the Negro market? How big is it? Why has it been
left to itself, and how can businessmen tap it? In this study, the
author examines this market, its pitfalls, and its potentials.
Purpose of the Study
An attempt has been made to point out some of the marketing
trends that make Negro consumers essential to American businessmen's
sales and profit objectives. An attempt is also made to show reasons
why he reacts differently to traditional advertising messages, and to
present some of the environmental factors that are to be taken into
account to sell to the Negro market effectively.
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Scope and Limitation
This study contains the opinions of people who are experts in
the Negro market. Experts dispute how best to approach the Negro
market.^ Professor Henry Allen Bullock of Texas Southern University
believes the Negro resents the use of special advertising (use of
Negro media). He advocates a broad appeal that sells both white and
Negro.
However, there are other Negro market consultants (D. Parke
Gibson and J. H. Johnson) who believe that the Negro can be better
reached by the use of special marketing efforts, because the Negro
relates this with recognition. Both opinions shall be discussed in
this study. Even though the author favors the opinion of the latter
consultants, the opinion of the former is not condemned totally.
Method of Procedure
The data used in this study was gathered from textbooks,
periodicals, newspapers, journals, government bulletins, speeches,
and pamphlets.
All reference material necessary for this study which was
indexed under the title "nonwhite" was used in this study since the
Negro population is over 90 per cent of the nonwhite population.
Therefore, these terms "nonwhite and "Negro" have been used synony¬
mously in most cases in this study.
^"The Negro Market," Time, February 9, 1962, p. 81.
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There were no formal methods of surveys used, but the study is
based upon the opinions of experts on the Negro market and statistical
data which was compiled by the Bureau of the Census.
CHAPTER II
POTENTIAL OF THE NEGRO MARKET
Income and Buying Power
Negro buying power, for the most part, appears to be at the
back of the bus. But, the income of Negroes in the United States is
estimated to be about 20.5 billion dollars a year. This represents
four-fifths of the total purchasing power of Canada.^
In the past twelve years, the personal income of U. S. Negroes
has doubled, and now constitutes about 7.1 per cent of the U. S. total
(see Figure 1). Today around 38 per cent of Negroes families are in
the $4,000-$9,999 bracket. Only 10 per cent were in this bracket at
the start of the post-war period. According to the Census Bureau's
annual reports on personal income, middle income Negro families have
increased 449 per cent since 1947 and are growing better than seven
times faster than the total number of Negro families.^ This percentage
increase of Negro families is impressive enough, but one should remem¬
ber that the Negro started from a lower base than whites. Although
the median income of all Negro people is only slightly more than
half the median income of white people today (see Table 1), it reaches
4bid.
^"Burgeoning Middle Class Boosting Negro's Buying Power,"
Sales Management. XCIII (November 20, 1964), 77.
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80 per cent of parity in key markets, such as Chicago, Detroit, Los
Angeles, New York, Washington, and San Francisco.^
TABLE 1
THE BUYING POWER OF THE NEGRO*
(1962)
Distribution of Family Income
Per Cent of Ethnic Total
Income Class White Negro





Over $10,000 15.3 4.3
Totals 100.0 100.0
Median Income $5,835 $3,233
Median Income of Full-
Time Employed Worker $6,742 $4,593
*Sales Management, October 4, 1963, p. 44.
More than half of the Negro families earn less than $4,000 a
year, but there is an increasing number moving from the lower class
^"The New Marketing Opportunity," Sponsor. XVI (October 22,
1963), 7.
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to the middle. This growing middle class presents two pluses to the
marketers; 1) extra buying power that can be allocated to discre¬
tionary purchases; 2) larger audience for the middle-class appeals
that characterize so much of today's advertising.
Behind the improving picture are steady upgrading of education
and job levels and dual migrations that are moving out of the South
into the North and West and from farm to city. A study made by
Dr. C. Horace Hamilton indicated that the highest migration rates are
among those in the household-farming ages of 18-25 years.'^ Those
Negroes who migrate go to places where opportunities are better and
barriers are not as insurmountable. The average grade median level
completed by the 20-24 year olds is approximately 11.4 while those
65 years and over have a median completion of only 4.7. This improved
educational achievement has to put a fatter pay check in the pockets
of Negroes.
Negroes are one of the most "urbanized" segments of the United
States population. Of the total U. S. Negro population about 75 per
cent live in urban areas (see Figure 2); about 33 per cent of this
75 per cent live in the top 25 markets, as compared to 14 per cent
of the white population total which live in the same top 25 markets.^
Table 2 indicates that the urban Negro has 85 per cent of the total
buying power of the Negro population. Notwithstanding lower per
^"New Marketing Profile of U. S. Negro Emerges," Sponsor, XIX
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household income, the tremendous population buildup in the urban core
makes Negro buying power a potent force in the major markets.
TABLE 2
NEGRO BUYING POWER IN THE U. S.*
(By Residence)




*Sales Management, October 4, 1963, p. 47.
The U. S. Negro is now aware of his improvement sharply in
purchasing power in the last five years. He has begun to use his
income as a basic weapon in his accelerated drive for identification
and respect. The Negro market, today, confronts corporate management
both with a promise of growing sales potential and a threat of economic
sanctions.
Location of the Negro Market
The location of the huge, untapped Negro market makes it
absolutely indispensable to the success of American business.
Nationally, Negroes are not distributed geographically as white
consumers. Negro families are so concentrated in the largest cities
that 33 per cent of all Negro consumers live in the twenty-five prin¬
cipal cities whereas only 14 per cent of all white families live in
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the same twenty-five principal cities (see Figure 3).^ Fifty per cent
of the Negro population live in the eighty largest cities in the U. S.^
The Negro population is concentrated in these largest cities
because of the lack of opportunity for Negro families to earn a
reasonable livelihood in most places in the rural South and smaller
towns throughout the country. Thousands of Negro families are con¬
tinuously leaving the rural sections of the South for the largest
cities in the North and West. These large cities are an important
area as far as our economy is concerned. Nine-tenths of the nation's
wholesale sales and two-thirds of all retail sales are made in these
areas,®
This concentration makes an impact greater than the numbers
indicate. Downtown areas are losing many white customers, and Negroes
are replacing them in the cities. Only 14 per cent of the total white
population now live in the twenty-five principal cities (see Figure 3).
This percentage does not tell the complete facts about the Negro as a
consumer. Approximately one of e/ery four residents of the 78 largest
cities is a Negro. In one city, Washington, D. C., better than one of
every two consumers is a Negro.^ In some product categories seven out
®"1960 Census Passes, Doesn't Reflect Shift of Negroes,"
Advertising Age, XXXVII (March 14, 1966), 78.
^"Executive Guide to Marketing for 1964," Printers' Ink,
CCLXXIV (August 30, 1963), 47.
®Johnson, op. cit., p. 5.
^Leroy W. Jeffries, Selling the Negro Market (Chicago:
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of every ten dollars are spent by a Negro.
The under-developed central-city market is the new frontier of
American business. It presents a dramatic challenge to sales depart¬
ments in the areas of sales technique, maintenance, and market
communication. No salesman can reach his full potential if he ignores
the desires for recognition, identification, and self-respect of the
urban Negro family—the most dynamic element in the central city.
The central-city Negro market is young, vibrant, and growing.
More than 50 per cent of the urban Negro males are in skilled
categories.^® Negroes in this market are younger than whites, with a
median age of 25.2 as compared with 28.9 for whites.
We can conclude that the Negro culture is primarily an urban
one with almost 75 per cent of the population living in urban areas
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vs. 70 per cent of the white. About 60 per cent of the Negroes
reside in 50 cities of which 29 form the hard core of the urban
dwellers. This concentration has important ramifications. As far as
advertising, promotion, distribution, and cost are concerned it
simplifies the marketer's access to the market. This concentration
has made the Negro aware of the desirability of living standards
enjoyed by the white population. The desire for social and economic
^®John H. Johnson, Life Insurance and the Urban Negro
(Chicago: Johnson Publishing Company, Inc., 1964), p. 2.
^^rbid., p. 3.
^^Lawrence E. Black, "The Negro Market," Sales Management.
XCI (October 4, 1961), 42.
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equality has made the Negro sharply aware of the benefits derived from
group identification and action.
Housing Trends
In recent years the American Negro has made important strides
toward economic and social equality. Full integration in the armed
services has been achieved and the use of public accommodations and
wider participation in public affairs. Most notable, perhaps, has
been the Civil Rights Bill of 1964.
Free entrance into the housing market remains one of the last
problems of significance for the Negro. Even here, however, change
is foreseeable, for in the past decade several factors operating in
concert have enabled Negroes to enter residential areas previously
closed to them. Probably the most important of these has been the
confirmation of Negro rights in various legislative enactments and
judicial pronouncements, foremost of which was the 1948 Supreme Court
decision which declared restrictive covenants in real estate deeds to
be unenforceable. The most recent piece of legislative enactment
is being baffled in Congress now in its attempt for passage.
There has been a rapid relative and absolute increase in Negro
income which has resulted in the emergence of a growing Negro middle
class with sufficient purchasing power to acquire housing accommoda¬
tions of higher quality.
^^Clement E. Vose, Caucasians Only (Berkeley and Los Angeles:
University of California Press, 1959), p. 78.
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The problem of financing, another major stumbling block to the
prospective Negro home purchaser, was materially eased by the Veterans
Administration mortgage-loan guaranty program introduced in 1945. The
lending community has traditionally regarded Negroes as poor financial
risks. Mortgagees have pointed to the fact that in times of economic
crisis Negroes are often the first to be separated from their jobs. As
a result of the attitude of lenders, Negroes have usually paid higher
interest rates, made larger down pajnnents, and have frequently been
forced to resort to secondary financing. This differential treatment,
which quite obviously has put potential Negro home owners at a
significant disadvantage, was reduced considerably by the VA mortgage
program which was available to a large segment of the Negro community.
The events and trends of recent years, although enabling an
increasing proportion of the Negro population to obtain better living
conditions, have by no means eliminated all of the barriers which
Negroes face in the housing market. A Negro veteran with a good,
steady income can still be, and probably often is, refused a mortgage
loan should he wish to purchase a house in an all-white area.
Similarly, he may be discriminated against by the owner who has put up
his home for sale. The seller, either because of his own fears about
Negroes, or his fears about his neighbors' fears, may be very reluctant
to be the first white person in his neighborhood to sell to a Negro.
Negroes knowing the feelings of many whites, may understandably
hesitate to pioneer their way into a new area.
Even Negroes of achievement, who have won fame and acceptance
in competition with the nation's best, learn that they are still
17
unacceptable in many of the communities where they have expressed a
tentative desire to live. In San Francisco, Willie Mays, the Giant
centerfielder; in New York, Jackie Robinson and Harry Belafonte are
national personalities who experienced the frustrations that are
faced daily by many lesser-known Negroes of equally high educational
and economic attainment.
Thus, the legal and economic power available to Negroes has
been offset to some degree by formidable social obstacles. Neverthe¬
less, in many northern cities the increasing market freedom which
Negroes now enjoy, coupled with rapid growth in the Negro population,
has resulted in the entrance of Negroes into white neighborhoods,
Negro purchases have been confined to a few blocks, and as a result
there has been rather quick transformation to sections with only a
few whites in residence. In other neighborhoods, however, Negro in
migration has departed from the pattern of the past. Negro purchases
have been widely dispersed throughout an area, and they have entered
and have remained interracial in character for a number of years.
The number of racially changing areas in various northern and
western cities have now become quite large. Moreover, Negro entry
into many neighborhoods which are presently all white is a certainty.
The expansion process has become a matter of both hope and serious
concern to large sectors of the population. Despite this fact, there
is very little knowledge or understanding of transitional areas or the
^^John H. Johnson, The Urban Negro Market Potential (Chicago:
Johnson Publishing Company, Inc., 1957), p. 17.
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market processes which both affect and are affected by racial change.
Most Negroes are still housed in predominantly Negro
communities of cities and towns; even though there are Negroes who are
living in racially mixed communities, this percentage is very small.
The present housing trends do not appear to indicate that Negroes will
move into white communities on a large scale in the near future, but
home ownership among Negro families has been steadily increasing.
Between 1950 and 1960 there was an increase of 49.6 per cent in Negro
home ownershipThis continuous increase is bringing about housing
stability among Negroes, and is creating new demands within the Negro
market for products and services. If the present trends of home
ownership continue in the future among Negroes, new marketing oppor¬
tunities for companies in such fields as food processing, appliances,
banking, utilities, and other fields probably will increase
tremendously.
Population Growth
The Negro market today may be the fastest growing market
segment of the U. S. economy. The Negro population is growing at a
much faster rate than the white population. Thus, in 1950 there were
only 15.0 million Negroes in America versus the 18.8 million of 1960
and the 1950 percentage was a flat 10.0 per cent versus the 10.3 per
cent figure of 1960. The white population has increased by 18 per
Jeffries, op. cit.. p. 3.
^^Ben J. Wattenberg, This U.S.A. (Garden City: Doubleday and
Company, Inc., 1965), pp. 263-64.
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cent over the decade and the Negro population has increased by 25 per
cent (see Figure 4). In the year 1960, the Census reported 20.5
million non-whites in America comprising 11.4 per cent (or one in nine)
of the population.This accelerated growth is due to the high
Negro birth rate. In 1960, for example, the Negro live birth rate per
1,000 population was 30.5 as compared to the white rate of 21.4.^®
This higher Negro birth rate is more than enough to account
for the speedier Negro population growth. In terms of total population
growth, it is cut however by two factors: a slightly higher Negro
death rate, and comparatively little Negro immigration. The Negro has
had poorer medical care than whites which caused the slightly higher
death rate. However, today most Negroes are getting the proper
medical care and this factor no longer poses a problem.
During the first half of the current decade the Negro's
population nearly increased 14 per cent compared with the 8 per cent
of the white race (see Figure 4). Higher growth rates for the Negro
occurred at all ages except 18 to 24 years, however, they were most
marked for the childhood ages. The Negro population under 14 years
of age increased 14 per cent compared with 5 per cent for the white
population.
^^Ibid., p. 64.
^®Donald J. Bogue, The Population of the United States




The Negro population appears to be shifting. In spite of the
great overall rate of growth, seven states, mostly in the deep South,
actually declined in Negro population from 1950-1965 (see Figure 5).
This means, of course, that the other states particularly those in
the Northeast, Great Lakes, and Far West areas took up the slack and
showed increases far in excess of the natural averages.
Generally, this shift reflects the great movement from the
small town agrarian economy to the richer industrial economics of the
cities by the North and West. The movement is also going on within
the South; many large cities, such as, Miami and Atlanta showed
substantial Negro population increases as rural families abandoned
productive farms in favor of better city jobs.^®
Urban. The Negro is typically more urbanized than white, yet
he is far less suburban than the white. The marketer cannot help but
see how greatly the Negro population has grown in major metropolitan
areas. Chicago's metropolitan area, for example, now contains over a
million Negroes who comprise 15.8 per cent of that area's population.
The population of Detroit is 14 per cent Negro . . . that of
91
Washington, D. C., 25 per cent . . . and Philadelphia, 15.4 per cent.'^
Remember that these are metropolitan area figures. Nearly all of the
Negroes in these areas are concentrated in the central city. When
this happens, as it almost invariably does, the percentage of the city
population that is Negro often runs to 35 per cent, 40 per cent, and
^^"Marketing to the Negro Consumer," Sales Management. LXXIV
(March 4, 1960), 36.
91




even 50 per cent. Negroes are highly meaningful to the national
marketer who looks to the large cities for a substantial portion of
his income; to the smaller regional or local marketer, they can also
be vital.
It is not necessary to stick to the very large number of
Negroes among Northern cities to find important Negro markets.
Cincinnati's Negro market is about the size of the entire city of
Bridgeport, Connecticut.^^
In many cases, long standing residential and employment
barriers against Negroes are breaking down in the smaller cities of
200,000 and 300,000 people. When a city has a large influx of Negro
families, minor Negro markets are created which, while relatively
insignificant now, may become very worthy of attention in just a few
years. In Rochester, New York, for example, there were 8,247 Negroes
in 1950. Just seven years later, the state estimated the Negro
population of the city at 16,000, a 95 per cent increase.
It must be remembered, that whether there are a few thousand
or over a million Negroes in a city, they should not be thought of in
terms of absolute numbers or percentages of the total population.
Obviously, when one hears that one in every nine persons in a certain
metropolitan area is a Negro, this does not mean a uniform distri¬
bution in all areas. Usually the overwhelming bulk of the Negro
^^Ibid., pp. 11-12.
^^attenberg. op. cit., p. 263.
24Jeffries, op. cit., p. 6.
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population is concentrated in a market of seldom more than one or two
square miles, whereas the white population eight times as large,^5
will be distributed throughout an area which may be several hundred
times as large. This compactness and virtual segregation of the Negro
population creates a solid, often seemingly independent Negro community.
This one factor is perhaps the most important force creating a solid
Negro market today, and the cost of marketing to the Negro market
appears to be lower than the cost of marketing to the entire market,
in general. When the Negro families have fully assimilated into the
white neighborhoods, this marketing significance of the Negro, as such,
will be greatly weakened.
Population Growth Outlook. If the present trends continue,
the non-whites will make up 12.74 per cent of the population in 1970;
13.20 per cent in 1980; by the turn of the century, there would be
about 55 million non-whites in the U. S., out of a population of 362
million.A large population probably will be accompanied by an
equally large buying power, and this will further enhance the
importance of the Negro consumer as a part of the American economy.
Johnson, loc. cit., p. 8.
^^Black, op. cit., p. 43.
CHAPTER III
CHARACTERISTICS OF THE NEGRO MARKET
The Negro market is highly visible. Therefore, it is not very
difficult to separate the Negro market from the total market of the
United States. The color of the Negro's skin appears to be the major
factor which separates his market from the mainstream of the American
economy.
Unlike the religious person, unlike the farmer, and unlike the
bride, the Negro cannot -- instantly or in time — change his status.
For all other groups, identification is discretionary,^ The Negro has
no choice. Descendants of immigrants can melt away into the main¬
stream of American life -- the Negro remains a Negro, no matter how
high he rises, or how much money he makes. He cannot renounce his
color nor can he escape by merit. Therefore, the Negro market is like
an island in a bay, it is separated from the mainland and can be easily
recognized.
The Negro is keenly aware that his high visibility sets him
apart from the mainstream of things -- socially as well as
economically.^ This awareness can usually be detected easily when
^Johnson, loc, cit., p. 3.
^The Growing Power of the Negro Market (Princeton: Opinion
Research Corporation, 1961), p. 6.
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Negro leaders express their opinions about racial inequality. They
usually contend that the color difference is the reason why Negroes
are discriminated against.
It does appear that the Negro's color has forced him to stay
at the bottom of the economic ladder. However, the Negro is now
moving toward the middle of the economic ladder, as he attains higher
standards of education, better job opportunities are opening for him.
The characteristics of the Negro market have not changed completely,
but there have been some potent changes.
The Negro has become frustrated, in a society which takes
pride in its record of quick assimilation of immigrants, because he
is still judged by his color, not by the standards of talent,
education, and competence that are applied to the other minority
3
groups.
The Negro today is vastly different from what he was termed
years ago. Then, he wanted recognition — he wanted to be identified
with the mainstream of American life — he wanted a job commensurate
with his qualifications -- he wanted dignity. Yes, he wanted all these
things and others, too, but was willing to wait; to go slow, so to
speak. Today, he still wants all of these things and many more, but
he wants them now.
So the Negro market has developed a new complex, not a
superiority complex, but a complex to be equal. The marketer should




In this chapter the author will examine the characteristics of the
Negro market from the point of view of three disciplines: 1) psy¬
chology, 2) sociology, and 3) economics. Each will be discussed
relative to the Negro consumer and his market.
Psychological Characteristics
Professor Henry A. Bullock of Texas Southern University
recently wrote an article on consumer motivation in black and white.
In this article he stated that "although human needs are basically
the same for all people everywhere, these drives tend to become
plated with the compulsions, checks, and guidance systems of different
cultures."^ Since history reveals to us that the cultures of Negroes
and whites in the United States have been quite different from each
other, there should be no doubt in our minds that the Negroes should
and do react differently than whites. So a marketer, by using
logical reasoning, should know that a Negro's purchasing pattern would
be different from his white counterpart. It would be illogical for
marketers to use the same techniques to sell to the two markets.
In the same article. Dr. Bullock suggests that there are two
main factors which influence the motivational behavior of the Negro:
(1) the need to belong and (2) the need for security.^ These two
factors exist not only within the Negro, but they are also basic
factors which are shared by all human beings. However, for our
^Henry A. Bullock, "Consumer Motivations in Black and White,"
Harvard Business Review. XXIX (May-June, 1961), 93.
^Ibid.. pp. 93-96.
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purpose, we shall consider these factors as they apply to the Negro.
The new Negro consumer appears to be more sensitive, more
demanding, and more assertive than his predecessors. He is in revolt
against the system which has counted him out for over a century. He
is asking businessmen to consider his hopes, fears, and needs. He
appears to be increasingly responsive to appeals oriented to him.
The new Negro consumer, in short, is demanding full
psi^ticipation in trade, commerce and culture. He wants to be counted
in. As the author has mentioned in earlier chapters, the Negro popu¬
lation in this country is striding ahead as an economic force. But
to tap this burgeoning market, companies will have to eliminate the
feeling among Negroes that they are being left out.^ Harvey Russell,
vice-president of special markets for Pepsi-Cola, recently told a
gathering of top marketing executives that, "It isn't enough to
advertise just in Ebony or other specialized media, but advertising
should attempt to overcome the left-out feeling Negroes have if it is
to do a better job of marketing to the Negro consumer."^
The Negro consumer feels that he is being recognized when
advertisers display their products in media with which he can
comfortably identify and mirror his ambitions and aspirations. To
take advantage of these powerful psychological factors, Negro oriented
media and programs should be considered by agencies and advertisers in
^"Do Negroes Feel Left Out By Admen, Too?," Printers' Ink.
CCLXXXII (June 21, 1963), 7.
^Ibid.
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the context of their over-all media and progrctm selections.®
A recent development along these lines is the so-called problem
of integrated advertising.^ Recently, integrated advertising has been
appearing on television, in newspapers and magazines. This type of
advertising is acceptable to Negroes and to white people, as long as
it is believable and conforms to reality. Believable situations of
Negroes in advertising would show them in all sorts of scenes, for
example, Negroes in street scenes, as store clerks, as physicians, as
baseball players, etc.
The second factor, the need for security, mentioned by
Professor Bullock, will not be discussed in detail in this study since
it does not have any direct bearing on the study itself. However,
there are other psychological behaviors which the marketer must take
into consideration when attempting to cultivate the Negro market, for
instance; 1) the Negro purchase patterns are different from the
purchasing patterns of whites, and 2) Negroes appear to be more
brand conscious than white consumers. The remaining portion of this
section will be devoted to the discussion of these two factors.
Negro Purchasing Patterns. The Negro has been limited in the
ways he could spend his money. His leisure-time activities in
particular were often stunted by legal, quasi-legal or psychological
®Jeffries, op. cit., p. 9,
^Ibid.
10
Bullock, op. cit., pp. 90-91.
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means. He has been barred from swimming in the mainstream of the
American society. Almost nowhere has he been allowed to join to
social activities of those outside of his race. In some areas he is
simply prohibited from enjoying the privileges of good restaurants and
other public facilities. Even when not prohibited, he often prefers
to stay home rather than have an otherwise pleasant evening marred by
discourteous employee treatment in public places or whether he will be
a victim of insults from the non-Negro patrons.
We can easily understand then why Negroes spend approximately
12 per cent more for food purchased at the grocery store for home
consumption, and 100 per cent more for quality alcoholic beverages and
other drinks served in the home (see Table 3). It appears that the
environment, over the years, has forced him to create his own structure
of society. And this self-made structure, built within narrow
13
geographic confine, is bound to be slightly different. Different in
the sense that he does things which are hard to explain.
There is no valid reason why Negroes buy 41 per cent of all
fruit ades sold in the United States.We do not know why many of
these things happen, but we know that they do happen. The fact that
^%arketing To The Negro Consumer," Sales Management, LXXXIV
(March 4, 1960), 39.
^^Johnson, loc. cit., p. 18.
^^"Marketing To The Negro Consumer," op. cit.. p. 38.
^^Johnson, The Negro's Role in the Marketing Revolution.
p. 7.
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they do happen is extremely important to regional and national adver¬
tisers who want to reach the Negro market.
TABLE 3
COMPARISON OF NEGRO-WHITE CONSUMPTION PATTERNS,





Number of families in sample 1,294 11,136
Average after tax income $ 2,605 $ 4,051 64.3
Average expenditure on total
consumption 2,614 3.938 66.4
Total Consumption 100.0% 100.0%
1. Food 31.9 29.5 71.8
2. Alcoholic beverages 2.3 1.7 92.4
3. Tobacco 2.1 1.8 81.2
4. Housing 11.3 11.5 65.3
5. Fuel, light, etc. 5.0 4.1 82.0
6. Household operation 4.1 4.7 57.5
7. Furnishing & equipment 7.2 6.8 69.9
8. Clothing 13.6 11.3 79.8
9, Automobile expense 7.0 11.9 39.1
10. Other transportation 2.6 1.7 103.0
11. Medical care 3.7 5.3 46.2
12. Personal care 3.0 2.2 91.9
13. Recreation, etc. 4.8 6.0 52.7
14. Miscellaneous 1.1 1.5 51.7
®The percentages in this column are ratios of the dollar figures for
Negroes to the corresponding dollar figures for whites.
*Source: Study of Consumer Expenditures (Philadelphia; University
of Pennsylvania, 1956).
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The above analysis of the Negro purchasing patterns proves
that it is hazardous to use the same yard-stick for the white and
Negro consumers. Consider the Scotch market, for example. The prime
white buyers of Scotch are in the $8,000 and above bracket; yet,
Negroes buy 57 per cent of the total Scotch consumed in the United
States.If the same income guide were used in the Negro market,
advertisers would endanger a large percentage of their market. Each
market, therefore, must be measured separately and must be approached
on its own terms.
A Brand Conscious Market. The Negro is extremely brand
16
conscious. The Johnson Publishing Company recently did surveys on
food and small appliances of Ebony subscribers, which represented a
good sample of the middle-class Negro, in selected cities. It was
revealed that:
Swift, Armour and Oscar Mayers were brands of
bacon; ... Hormel, Libby and Campbell's
Bounty were the leading brands of beef stew;
. . . Kellogg, Post and General Mills were the
leading brands of cereal; . , . GE, Toastmaster,
and Sunbeam were the leading brands of electric
toasters.
All of the brand names mentioned above are among the leaders
in their particular line. Therefore, one can conclude that the above
findings can be related to the brand consciousness of the Negro.
A. Bauer, "Marketing Dilemma of Negroes," Journal of
Marketing, XXIX (July, 1965), p. 4.
^^Jeffries. Selling The Negro Market, p. 7.
^^Ibid.
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There are many opinions about why the Negro prefers well known
brands (or national brands) and older, respected stores. Some
observers feel that this is a search for prestige,and there can be
little doubt that such a need may play some part. Mr. John H. Johnson
of Johnson Publishing Company recently stated that, "Three hundred
years of exclusion and denial have made Negroes sensitive to nuances
19of prestige." The Negro seems to hunger for some recognition of
their worth as individuals. As a result, to him the purchasing of
national brands is vastly more important than it is to whites.
It is also believed by other observers that the Negro prefers
branded items and the better stores because of the safety they afford
20him. The Negro has been so frequently exploited by unscrupulous
merchants who over charged him, gave him shoddy merchandise, and so
generally cheated him, that he has become a very wary shopper.
So what if the Negro is brand-conscious? Does this mean that
companies whose brands are not presently popular with the Negro market
cannot gain brand popularity with this market? No, it does not. Even
though the Negro is loyal to particular companies' brands, this does
not mean that other companies should not make an attempt to establish
good brand images in the Negro market. In all fairness, it must be
added that under some circumstances the Negro market can be extremely
difficult to enter. This usually happens when competition is doing a
ISiij^arketing To The Negro Consumer," op. cit., p. 40.
^^Johnson, loc. cit.
20
"Marketing To The Negro Consumer," op. cit., p. 41.
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strong continuing marketing job and has built a great deal of loyalty
to its brand. Unless competitive efforts weaken, Negro consumers will
probably be quite reluctant to switch brand.
The author believes that pioneering companies of the Negro
market can gain favorable brand acceptance of this market by simply
counting the Negro in his marketing program. This means that if a
company treats the Negro consumer as an individual and not as "an
outcast," the Negro will respond favorably by purchasing the companies
products, and will become loyal to the company.
These pioneering companies should try to orient some of their
advertising effort toward the Negro, because he is increasingly
responsive to advertisements oriented to him, but he cannot be sold
by advertisements and articles which take him for granted.
The Negro consumer is brand-conscious, but he is more brand¬
conscious in favor of those companies' brands that are conscious of
his needs and wants.
Sociological Factors
In recent years there has been a shift within the social
classes of the Negro market. As the lower becomes smaller and the
middle class of the Negro community becomes larger, such a group as
the "black bourgeoisie" has come into existence. This group is




As the Negroes attain better jobs and higher education, the
purchasing power of the Negro market continues to expand propor¬
tionally. This increasing purchasing power has made American
businessmen aware of the social changes which are taking place within
the Negro society. In a recent issue of Sales Management.an
article entitled "Burgeoning Middle Class Boosting Negro's Buying
Power," points out how exceptionally fast the middle class of the
Negro population is growing in size and purchasing power.
The Negro society is comparatively young and has had an
economic and educational disadvantage, and there is a higher frequency
of marital break-up combined to make the family unit less cohesive and
purposeful than among the white.
Among the lower economic classes, the Negro females, in most
cases, play more dominant roles than the Negro males. This is because
of the fact that Negro females have had better opportunities, better
continuity of employment, and higher job status than the Negro males.
However, since there is a larger percentage of the Negro families
moving into the middle class bracket, a reversal reaction is taking
place. Marketers have to be careful about using old approaches once
used to appeal to the Negro. The new middle class Negro appears to be
very sensitive and easily offended.
Because they are denied access to many of the social activities
available to whites, Negroes focus much of their social life within
22"Burgeoning Middle Class Boosting Negro's Buying Power,"
op. cit., p. 77.
OO
Martz, op. cit.. pp. 67-69.
36.
such groups as the church, fraternal organizations, and the home.^^
Establishments such as beauty and barber shops and taverns, located
in predominately Negro communities, provide a greater means of social
interaction than in white areas.
The Negro market has some distinct patterns of group
affiliation. The centuries of social and economic segregation appear
to have shaped a Negro's social life that is very church-oriented. In
a recent study conducted by Opinion Research Corporation, it was
\ •
revealed that a larger percentage of the Negroes interviewed (617o)
were active in church or religious groups, considerably more so than
among whites (44%).^^
The church is viewed by sociologists as an expression of the
Negro community itself. It serves as the social center, substituting
for other social groups from which Negroes have been excluded because
of their color.
Religion and the clergy are potent forces within the Negro
community. The Negro's greater dependence on religious activities
could stem in 'part from a more limited cultural heritage in this
country. The spontaneity with which Negroes adopted and pushed what
was originally a local protest movement signals their need for racial
pride and identification.
Johnson, The Urban Negro Market Potential, p. 18.
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In most recent major boycotts, ministers played a leadership
role either as the originators of the idea or in spreading the word
throughout the Negro community. The Reverends Martin Luther King and
Ralph Abernathy, both of Atlanta, have influenced many Negro communities
all over America to become conscious of the fact that the Negroes can
gain social recognition by the use of economic sanction and political
power,
An example of ministers using their strong influence among the
Negro consumer was demonstrated in Philadelphia, where a committee of
four hundred ministers mustered the city's 530,000 Negroes in a "selec-
OO
tive patronage plan." The Sun Oil Company had nearly 1,000 Negroes
on its payroll (although all were in menial jobs) in 1963 and was
astonished when the ministers demanded 23 more hired mostly in white-
collar jobs. The Company refused to hire any additional Negroes at
that time, and the ministers influenced the Negroes to boycott Sun Oil
Company. After two months Sun Oil capitulated, gave the ministers a list
of new Negro employees; the boycott ended immediately. The above case
indicates how strong the ministers' influence is in the Negro community.
Economic Conditions
Negroes in the United States appear to be moving from perennial





and sixties.30 Forces at work have helped to liberate the Negro from
some of the imbalance that has historically characterized his position
in the economy. National economic expansion, technology, and southern
economic reorganization has generated new opportunities and higher
income for the Negro.
The present position of the Negro in the American society is
probably far better than anyone has known in the past — better indeed,
than his optimistic friends could have predicted twenty years ago.
However, despite the striking gains of the Negro in the economic front,
particularly since the 1940's, he does not yet share fully in the oppor¬
tunities our economy presents.
Income. Income analysis suggests that Negroes are on a
treadmill and time is in reality "running out" on them, as a group,
in their pursuit of parity with whites.There is no doubt that the
income of the Negro is growing exceptionally fast. In the 1950's, the
median income of the Negro grew 737o, but the whites' median income
growth for the same period was 69.47..^^
The median income for employed Negroes is approximately 557,
that of white workers.This income disparity probably stems from
^®Vivian W. Henderson, The Economic Status of the Negroes:




"The Negro's Force in the Market Place," Business Week
(May 26, 1962), 76.
33
Martz, op. cit.. p. 43.
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the Negroes' subordinate occupational status and shorter duration of
employment. In 1963, an overwhelming majority (717o) of Negroes were
in the lower economic class, having annual income of less than $5,000;
however, in terms of their own social structure, only 46% — with
incomes under $3,000 -- would be classified in the lower class.The
remaining percentage of Negroes comprise the various levels of the
middle class.
The "burgeoning middle class" is the target which most
experienced marketers would aim at, because it comprises most of the
Negro purchasing power.
Educational level. In the early 1950's about 14 per cent of
the Negro adult population (25 years old and over) and 40 per cent of
white adults were high school graduates; by 1965 the proportions were
OC
29 per cent and 51 per cent. The college enrollment for both races
doubled.
The job mix in Negro society reflects the fact that the
Negro's schooling is considerably below that of the whites. About 58
per cent of the Negroes work is in occupations requiring little or no
36
formal training as opposed to only 22 per cent of the whites. This
largely reflects the sizable number of Negro female domestics.
Skilled labor accounts for 5.7 per cent of Negro employees vs. 13.9
^^Ibid.
S. Bureau of the Census, Current Population Reports.
Population Characteristics, Negro Population: March 1, 1965.
Series P-25, No. 294, p. 43.
^^Ibid.
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per cent of whites; semi-skilled labor, 21.2 per cent of Negroes vs.
17.9 per cent of whites.
From a broad point of view, the educational gap between Negroes
and whites is wide, but at the younger adult ages, the difference is
very narrow. In fact Current Population Reports, reports that the
median level of education was one from one or less years lower for
Negroes than for the white population at ages below 35 years.^® We
can project that this means there will be better jobs and pay for the
Negroes in the future.
It would be wise for the marketer to evaluate the above
analysis very closely and be prepared to reap the vast purchasing
power of the Negro market. Without proper preparation he does not
stand a chance to share this "selectively buying" population.
37.
Martz, op. cit.. p. 43.
3aU. S. Bureau of the Census, Current Population Reports.
Population Characteristics, Negro Population:
Series P-25, No. 294, p. 44.
March 1, 1965.
CHAPTER IV
HOW TO EFFECTIVELY SELL THE NEGRO MARKET
Let us now take a glance backward. In the preceding chapters
of this study, the potentials and characteristics of the Negro market
were discussed. This included a discussion of the growing buying
power of the Negro consumer; the Negro population growth and the popu¬
lation shift and their affect in the market revolution.
But, we also dealt with a shift in status and a shift in
values. In every area—economics, education, social relations--the
Negro is rising rapidly. He is rising so rapidly, in fact, that the
mental picture most Americans have of Negroes is badly out of focus.^
Negroes are peering through microscopes, operating IBM machines and
manipulating slide rules. They wear white collars, blue collars and
the latest fashion of suits. In every Negro community, there is a
large and vigorous middle class.
In this chapter the author attempts to show how the opinions
given in the preceding chapters can be used strategically in selling
effectively to the Negro market. Even though this chapter has been
divided into three parts: 1) Personal Selling, 2) Advertising, and
Public Relations, this does not mean that there are no other areas
Johnson, The Negro's Role In The Marketing Revolution,
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to be considered when cultivating the Negro market. But, the author
feels these are the major areas that appear to need most improvements
of companies already selling to the Negro market. Sometime these
areas determine whether the Negro will or will not buy. Even though
the author feels that companies, when attempting to cultivate the
Negro market, should put most of their emphasis on improving the areas
of personal selling, advertising, and media selection, this does not
mean they should neglect other components that make up the marketing
mix, such as pricing, channel of distribution, after sales services,
and others. All of these components must be given some consideration
when attempting to sell the Negro market, but they will not be
discussed in detail in this study.
Personal Selling
Many imagined problems crop up in the minds of white marketers
when the Negro market is mentioned in sales meetings or in advertising
O
planning conferences- Cultivating the Negro market is simple. The
Negro wants to be treated the same way other customers are treated.
3
He wants no more or no less.
For many years, white corporations shunned this now-lucrative
market. Now that the barriers are falling, sales departments must
reconsider their approach to this important market. But as a necessary
prerequisite, the author suggests a change in the Negro's image of the
^Jeffries, op. cit.
^Leroy W. Jeffries, "Treat The Negro Equally To Get His
Business," Advertising Age, XXXIV (October 7, 1963), 62.
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white salesman, an image rooted in the historical experiences of
Negroes. Probably millions of Negroes still have the image in their
minds of the salesman who approached the Negro as "John" and "Mary"
or "boy" and "girl". Even today, these type of salesmen are still on
some companies sales force.
The author estimates that thousands of stores have lost
millions of Negro customers' purchase or repeat purchase because dis¬
courteous salesmen lack the knowledge of proper communication with the
Negro market. These companies should attempt to improve their
communication with the Negro market by treating it basically the same
as the white market. All traditional methods of communicating with
the market should be changed. The Negro, no longer answers to the
name "John" or "boy" because "Mr. Johnson" or "Sir" sound more
pleasing to him.
How can sellers win favor with Negroes without alienating
whites? This question often is asked when sellers are trying to come
up with a good approach in advertising to the Negro market. But this
question should never come to the seller's mind when related to
personal selling, because the salesman only comes in contact with the
customer who is interested in buying at the time. So there is no
excuse for a company to tolerate discourteous salesmen. There is
nothing to lose when a company is attempting to upgrade its personal
selling techniques for the purpose of selling to the Negro market or
the white market. Therefore, salesmen should treat Negro customers
with the utmost courtesy and respect because the customers' satis¬
faction determines whether they will make repeat purchases. These
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repeat purchases are very important to companies' profits.
Compared with most new markets, the Negro market is usually
4
easy to crack. One major reason for this is that the Negro does not
especially want to be a white person;, it is his desire, rather, to be
treated like any first-class citizen. Consequently, when a large
"white run" company acknowledges the Negro's value as a first-class
customer, he naturally develops a liking for that company and its
products.^
Personal selling to the Negro market is not really a compli¬
cated affair. Most companies, that have been successful in this
area, have discovered that practically everything that holds true
for the white market holds true for the Negro market. Bullock
acknowledges this similarity in the behavior of the two races in the
following manner:
The motivational forces guiding the behavior of
black and white consumer, though different in detail,
have common denominators . . . both groups want to
belong. Both have feelings of insecurity . . . when
Negroes and white buy goods and services, therefore,
they are also buying belongingness and security.^
Most experienced marketers prefer to use Negro salesmen to
sell Negro store owners or managers.^ This is important, not only
as an approach to the Negro market, but also as a token of company
^"Marketing To The Negro Consumer," op. cit., p. 38.
^Ibid.. p. 42.
%enry A. Bullock, "Consumer Motivation in Black and White,"
Harvard Business Review, XXXIX (May-June, 1961), 93.
^"Marketing To The Negro Consumer," op. cit., p. 37.
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good faith. There is definite need for additional Negro salesmen.
Negro salesmen seem to put the Negro customer at ease and gain his
confidence more quickly. They also have a better understanding of
the Negro's living conditions, since they are Negroes themselves.
So let us say a salesman has to be sincere, polite, and
tactful in order to sell to white customers, and these same guidelines
hold true in selling the Negro customer. Like any thing else, the
marketer's gain from the Negro market will be in direct proportion to
what he puts in it. The sooner he gears his selling efforts so they
will include the Negro market, the more successful his entire selling
campaign will be.
Advertising
Advertising is about the most controversial area ever discussed
among Negro marketing experts, when they express their opinions on how
to best appeal to the Negro market. On one hand, there are those
Negro market experts who advocate that the Negro market can be best
reached by using a direct appeal. J. H. Johnson, of Johnson Publishing
Company, is one of such advocators. Johnson contends that, "The Negro
is more responsive to advertisements oriented directly to him, and he
cannot be sold by advertisements and articles which take him for
granted."®
On the other hand, there are those Negro market experts who
believe that the Negro would be more responsive to integrated adver-
®Johnson, The Negro's Role in the Marketing Revolution, p. 8.
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tisements or general appeal advertisements. Bullock is an advocate of
this approach. Bullock contends that black and white consumers are
motivated basically by the same psychological factors. Therefore, the
same appeals and media can be used to effectively sell to the Negro
market.
The author feels that both appeals have their significance in
advertising to the Negro market, but he is slightly in favor of the
direct-appeal. There are no hidden gadgets to uncover to find the
reasons why the direct-appeal should get a more favorable response
than the integrated appeal or general appeal. This can be explained
in one word, "identification."
Identification, Pierre Martineau tells us, is basic to good
advertising. "If the reader or viewer," he writes, "can identify
with the user of the product, if he can see himself in the situation,
then his feelings become involved and the process work toward
conviction and believability." Otherwise, it remains dull and imper-
conal, and nothing happens.
We shall consider two factors which the author feels that
businessmen should watch carefully if they are to do a good job in
advertising to the Negro market. They are: 1) the advertising
message, and 2) the media used to convey this message to the Negro
market.
^Pierre Martineau, Motivation In Advertising (New York:
McGraw-Hill Book Company, Inc., 1957), p. 156-162.
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Message. Often time advertisers use messages that miss the
Negro market entirely, because they use a broad approach in advertising
to the entire market. Some marketers contend that Negroes can read and
listen, so they are exposed to their ads like anyone else.^® Even
though this is true, it is not a logical approach in advertising to
the Negro market. While they may be sold by a product advertised in
regular messages, chances are that they could be easily unsold by a
competitor's ad which uses a better appeal.
The American Negro has had three-hundred and forty-two years
of training in decoding messages meant "for me" and messages meant
"for whites.Often times today his dignity and self respect depend
on a rapid translation. The net result of this rigorous training is
that the Negro consumers are hard to fool. They know when advertise¬
ments on articles are talking to them, talking about them, or talking
around them.
Some marketers use the approach which is opposite to the one
mentioned above. They attempt to use a direct-appeal in advertising
to the Negro market, but they overplay their hand. They assume the
Negro market to be more special than it is, and by this assumption
miss the heaviest and most persistent purchasers.The following
advertisements are examples where the advertiser overdo this special
10"Marketing To The Negro Consumer," op. cit., p. 38.
^^Johnson, The Negro's Role in the Market Revolution.
pp. 10-11.
17
Bullock, op. cit.. p. 89.
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appeal;
"Artra Skin-tone cream makes your skin brighter, and
whiter."
"Presto Face Cream bleaches, beautifies, makes skin
like velvet."
Messages like these tend to fail in the long run because they
appeal mainly to the lower-class Negroes, who are neither able to buy
very much nor inclined to stick with any product very long because of
their unstable income. These messages in most cases alienate the
middle-class Negroes, whose ego cannot accept the self-image they
13
impose.
The author believes the majority of the Negro market would
accept the direct appeal in good faith if it is believable in nature.
It is fundamental that all believable advertising must be placed in
a realistic situation or be surrounded by faces of people similar to
the reader, in order to emotionally attract active participation.^^
Impersonal or traditional advertising messages that reach the Negro
only as incidental coverage of campaigns primarily created for a
different target audience, appear to have few identifiable features
to establish emotional rapport with the Negro consumer. Therefore,
"effective" direct appeal advertising to the Negro must be a
reflection of that which he understands as reality and should be
related to his aspirations and ideals. It must be believable and
^^Ibid.
Johnson, The Urban Negro Market Potential, p. 25.
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realistic in terms of his experiences and his comprehension.^^
Media. The media selection is just as important as choosing
a good message. If an advertiser has a good message and it does not
reach its intended audience, time, effort, and money are wasted. So
advertisers should evaluate all possible media carefully before
making the final selection.
Most advertising, now aimed at Negroes, is concentrated in
Negro magazines and radio stations.Many companies shun Negro
newspapers because they believe Negroes read the newspaper very
seldom, and are better reached by radio. But today, the Negro
consumer is reading-in and looking-in, and he is waiting and thinking
before purchasing. He is not willing to accept anything less than
full, complete, and continuous recognition.^^
The use of a special Negro oriented media has an edge on the
white media, because the Negro is specifically pointed out or
recognized by this media. Many times the officials of the Negro media
are leaders in their communities. They are usually respected and
liked, and products that are advertised via their media are also
liked.
^^Ibid.
^^artz, op. cit., p. 68.
Johnson, The Negro's Role in the Marketing Revolution, p. 9.
^®"Past Decade Saw The Market Zoom," Sponsor. XV (October 9,
1961), 19.
50
The Negro media also give the Negro the feeling of belonging.
Most obvious is the fact that, to the Negro, the usual mass media
does not give him this feeling of belonging. Almost everything adver¬
tised on mass media is oriented to the white consumers. Therefore,
when the companies advertise their product through Negro oriented
media, they are surely to get a better response from the Negro market.
In a recent article. Professor Bullock fiercely attacked the
Negro radio stations as a medium of conveying direct appeal advertising.
He contends that this direct appeal is the Mardi Gras technique of
advertising, because the shows on these stations are usually conducted
by disc jockeys who take personality names that actually are property
of the stations. Such personality names as "Sir Raggley Flag" and
"The Wolfman" are typical of Atlanta's Negro radio stations. Although
those who wear these personality masks come and go, the personalities
themselves continue to broadcast, undisturbed by personnel changes.
Bullock also believes that the technique of advertising used by most
Negro radio stations usually misses the middle-class Negro altogether,
because they feel that this method shows disrespect for the Negro
community and places an unwholesome stigma on it.^‘‘
The author agrees with Professor Bullock, as far as the present
stereotype image of the Negro radio stations is concerned. The Negro
^^Johnson, The Negro's Role in the Marketing Revolution, p. 10.
^^Bullock, op. cit.. p. 90.
21 ibid.
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radio station could be one of the most effective media of advertising
to the Negro market. A study conducted by Opinion Research Corporation
revealed that 71 per cent of the Negro population listen to the radio
(mostly Negro operated stations) during their free time vs. 57 per cent
of the white population. But the Negro radio stations must improve
their status, and stop running low caliber advertisements on their
stations. These low caliber advertisements appear to alienate the
middle-class Negroes, who have the largest percentage of the Negro
purchasing power. As the author has stated earlier, the advertising
message broadcasted on these stations should be believable and realistic
in nature. Even though the Negro radio stations are usually stereotype
in some respect, they still have an edge on mass media because of the
fact the Negro is given recognition.
Only a few companies seem to use the Negro newspaper as a
medium to advertise to the Negro market. The Opinion Research
Corporation recently reported that only a fifth of all available
advertising space in the twelve major metropolitan Negro newspapers,
is devoted to brand advertising.^^ In the same report. Opinion
Research Corporation revealed that most Negroes usually read Negro
2S
newspapers for only news about the Negro community. It appears that
marketers believe that Negro consumers can be reached effectively
through major newspapers of cities and towns. This is true, but
^^The Growing Power of the Negro Market (Princeton: Opinion




marketers should recognize the fact that the Negro newspapers play an
important role in reaching the Negro market. Opinion Research
Corporation also reported that 28 per cent of Negroes in the United
States read a Negro newspaper every week.^^ So, marketers should con¬
sider the use of the Negro newspaper to advertise to the Negro market
in the future.
Recently, integrated advertisement has been shown on television
and in national magazines. This approach is acceptable to Negroes and
whites as long as they are believable. The author predicts that usage
of integrated advertisements will increase in the future, but at a
slow pace, because many companies probably will hesitate to use
integrated advertising, fearing their products might be identified as
"Negro goods" and slump in sales to white customers.
We can conclude by saying that the media selected to carry the
message to the Negro market are important. But a marketer must
remember the media he should select will depend on the nature of the
situation and the nature of his product.
Public Relations
A company usually improves its relations with the Negro market
by having good public relations policies for this market. Some
companies try to improve their public relation position by giving
national Negro media the opportunity to run feature stories on Negroes
in responsible company positions. For example, the Pepsi Cola
^^Ibid.
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Bottling Company recently ran an article in Ebony Magazine about
Harvey Russell, a Negro vice president at the Pepsi Cola Bottling
Company. The article probably improved the public image of the
Pepsi Cola Bottling Company in the Negro market.
Companies can engage in many activities which would improve
their relationships with the Negro market. Most of those activities
should be done in the form of taking a direct interest in the Negro
community. For example, the Coca Cola Bottling Company usually
sponsors baseball clinics in Negro communities throughout the South.
The sponsoring of such activities probably improves the Coca Cola
Company's image in the Negro market.
Companies' public relations policies probably will continue
to be very important in selling the Negro market. So, marketers





The Negro market was practically ignored by American business¬
men before the end of World War II. During the period following the
war, opportunities began to open up for Negroes. Such opportunities
as better jobs, higher incomes, and upgrading of the Negro educational
standards caused American businessmen to become aware, of the fact,
that the Negro market was a potent force in the American market place.
Since the post-war period the Negro purchasing power has
increased tremendously. It is now estimated to be equivalent to about
four-fifths of the purchasing power of Canada. This continuous
increase in purchasing power of the Negro probably can be attributed
to the fact that traditional barriers of segregation have begun to
disappear. The Negro is also aware that his purchasing power is a
very important factor to American businessmen. So, the Negro has
begun to use his purchasing power as a weapon to gain recognition
from businessmen by buying selectively. Businessmen must now attempt
to satisfy the Negro's want of recognition in order to sell to the
Negro market successfully.
The Negro population may be the fastest growing market segment
of the American economy. This growth in population probably is caused
by a higher birth rate among Negroes. Even though Negroes only
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represent a small percentage of the total population of the United
States, the Negro consumers play an important role in the American
economy because they are concentrated in the urban areas.
The Negro population once was primarily agrarian, but in recent
years the Negro population has been shifting to the urban areas of the
United States. Approximately, one of every four residents of the 78
largest cities is a Negro. These large cities are important areas as
far as our economy is concerned, because about nine-tenths of the
nation's wholesale sales, and two-thirds of all retail sales are made
in these areas.
The Negro's buying power has increased; along with this he has
received better paying jobs as a result of higher educational standards,
but housing is still a major barrier for the Negro. Therefore, the
Negro population usually is restricted to certain areas in the large
cities, hence, forming a solidarity among Negroes in the urban area.
This solidarity among Negroes make the Negro market indispensable to
American businessmen.
There are three disciplines under which one can study the Negro
market, or any other market. They are psychology, sociology, and
economics. From a psychological point of view, the Negro has basically
the same behavior patterns, and motivations as whites. Negroes, as
well as whites, have the desire to belong and to be recognized, but
the Negro living conditions have caused him to react slightly differ¬
ently from his white counterpart. Surveys conducted by marketing
research firms, have revealed that Negroes tend to be extremely brand
conscious, and have different purchasing patterns from whites. Some
56
Negro experts content that the Negro prefers national brands, because
he feels that national brands guarantee him quality. The Negro
usually purchases more items for home use because he has been forced
to stay at home for entertainment because of discrimination.
The Negro market has some distinct patterns of group
affiliation. The segregation of social and economic activities
appears to have caused the Negro's social life to be very church-
oriented. The church is viewed by sociologists as an expression of
the Negro community. It serves as the social center, substituting
for other social groups from which Negroes have been excluded because
of color. As a result of his religious-oriented life, the minister
plays an important part in influencing the Negro way of thinking.
There have been cases where ministers have influenced the majority of
Negroes in cities to boycott stores, which practice discrimination
against them.
Since the Negro started his flight to social equality, many
opportunities have opened up for him. An increase in employment,
better paying jobs, and higher incomes are just a few of the oppor¬
tunities which have been presented to the American Negro. Even though
the median income of the Negro families is just over half of that of
their white counterparts, the increase in the median income of Negroes
has been tremendous. The economic progress of the American Negro
during the past fifteen years has been made possible by the Negro's
great determination to gain recognition by the mainstream of American
society. The passing of Federal laws has also attributed to the
Negro's progress in America.
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There were three components of the marketing mix taken into
consideration in this paper related to selling to the Negro market
effectively. They were personal selling, advertising, and public
relations. The author feels that most companies should reconsider
their personal selling approach when selling to the Negro market,
because the Negro consumer appears to be very sensitive. The sooner
businessmen decide to treat the Negro as a first-class citizen, the
sooner they will be able to sell to this market successfully.
Advertising is considered to be the most controversial area
ever discussed among Negro market experts, whenever they express their
opinions on how to best appeal to the Negro market. There are those
experts who contend that the best appeal to use in advertising to the
Negro market is the direct appeal. The direct appeal is used when
marketers attempt to reach the Negro market mainly by advertising
through Negro media. On the other hand, there are those experts who
feel that the Negro market can best be reached by using a broad, or
integrated appeal. This appeal is used when advertisement is run
through mass media, and employ the use of integrated situations. The
Negro market is not considered as being special when the integrated
appeal is used.
There is no definite approach which can be used in advertising
to the Negro market, but the author suggests that marketers should use
appeals which give the Negro consumer the feeling of belonging and
recognition.
In recent years, many companies have tried to build a
favorable image in the minds of Negro consumers, by improving their
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public relations policy toward Negroes. These companies have been
sponsoring different social activities in the Negro communities.
Public relations activities should always be used in addition to
other marketing efforts of the company.
Projections
The Negro market, as a potent force in the American economy,
is still in the pioneer stage. If the growth of the Negro market
continues at its present rate, the importance and size of the
purchasing power of this market will probably double in the next ten
years.
As Negroes continue to move to urban areas, attain higher
levels of education, and obtain better jobs a larger percentage of
Negroes probably will move into the middle-income bracket. Therefore,
the entire complex of the Negro market will change as a result of the
shift which will take place between classes. The new middle-class
Negro will be characterized as having almost the same features of
today's middle-class whites. He will probably be spending more money
for housing and education, and less for food and clothing.
It appears that discrimination in housing will plague the
Negro for a very long time. Realtors probably will continue to refuse
to sell Negroes homes which are located in all white communities.
Even though housing accommodation will probably remain a serious
problem for the Negro, a middle-class Negro market probably will form
in the suburban areas. This trend will come about as a result of the
increasing percentage of home ownerships among this group.
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We know from psychology that the early years of an individual's
life exercise a major influence on his later development. We know
from history, and the social sciences that deeply ingrained practices
affecting large groups can alter only slowly. The discrimination so
long practiced against the Negro has been so pervasive that relatively
few Negroes are now able to take full advantage of their new oppor¬
tunities. So, the ability of the Negroes must be developed before they
are able to take advantage of their opportunities. The next twelve
years probably will be characterized as a "renaiscence" period in the
Negro market, but twelve years from now will be too late for marketers
to prepare for this new Negro market. Now is the time to establish
that indispensable selling tool, identification, in the Negro market.
The marketer must remember that he is also in the pioneer stage of
selling to the Negro market, and that his future success depends upon
his willingness to take another step forward into this market today.
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